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taken during the year under review. Sucii arrangements as existed
formerly for the sale of agricultural produce were largely ineffective
and resulted in both waste of commodities and loss to the grower.
The Royal Commission on Agriculture in India and the Central
Banking Enquiry Committee drew attention to these defects and
suggested measures for their removal. The former recommended
market surveys and the appointment of expert marketing officers in
the provinces. The latter pointed out the need for some central
agency to advise provincial organisations and assist in co-ordinating
provincial activities, particularly in the case of agricultural produce
intended for export, and recommended that this task should be
undertaken by the Imperial Council of Agricultural Research,
Little, however, could actually be done owing to the financial
stringency that supervened. But by tlie beginning of 1934, the
position had improved sufficiently to enable the question to be
discussed at the provincial Economic Conference in April of that
year. The Conference was of opinion that of all practicable
measures for improving economic conditions, intensive development
of marketing facilities for agricultural products (both crops and
livestock) offered the best prospects of substantial return. The
Government of India decided that the recommendations of the
Conference should be given effect to immediately in accordance with
a scheme prepared by the Marketing Expert Adviser to the
Imperial Council of Agricultural Research. Broadly speaking, the
scheme provides for a central marketing staff to deal with the
planning, direction and interpretation of marketing surveys,
supplemented by provincial marketing staffs concerned mainly with
the local aspects of marketing. A strong central organisation con-
sisting of the Agricultural Marketing Adviser, 3 Senior Marketing
Officers, 3 Marketing Officers and 12 Assistant Marketing Officers,
has been created. In addition, there were 47 Marketing Officers in
the British provinces and minor administrations and 36 in the Indian
States. It is both pleasing and significant that many of the States
offered, 011 their own initiative, to appoint local officers to eo-oporate
with the central marketing staff. The Government of India also
agreed to make a grant of Rs. 2 lakhs per annum for 5 years for
expenditure by local Governments on the nucleus of provincial
marketing staffs. The work to be undertaken falls into three main
divisions, viz., investigation, development, and grade standards.